Marketing is an exchange process
/ by which one or more parties give
smth of value to each other to
satisfy perceived needs

{ Planning is the basis for sound
decision making

start the process

identify and understand
market situation analysis

SWOT analysis
+ Fundamentals of marketing planning }7 specification of marketing objectives

formulation of marketing strategies

preparation of action programmes and budgets
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" Price is the only P that brings money }

list price
price discounts
payment period and credit terms

advertising paid presentation to promote

sales promotion activity that acts as a direct inducement to buy

promotion personal selling paid personal communication to persuade to purchase

set of communication efforts to
create/maintain favorable relationships

public relation with stakeholders

Marketing in a changing world.mmap - 20/01/2011 - Evangelos ERGEN




